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The complex aviation business environment brings many new challenges for the 
airline advertising, more and more airlines shape the comprehensive, overall images 
by video advertising. Especially in the current circumstances, the aviation video 
advertising of China are still in the initial stage of development, facing many 
problems, such as lack of the humanistic care, the unitary advertising form, limited 
launching platforms and so on. Conversely, the Oceania airline video advertising not 
only has colorful contents and forms, but also has a mature overall operation. It’s an 
important research topic that making reference from Australian aviation video 
advertising. 
  The method of this paper uses the combination of quantitative and qualitative 
researches, analyze the Oceania aviation video advertising features and its reference 
and inspiration to China aviation video advertising. In quantitative research, this paper 
uses content analysis method, using 559 video advertisements of Air New Zealand 
and Australia aviation as a representative of the Oceania airline, from the basic 
characteristic, advertising appeal and cultural values these three aspects study the 
characteristics. The basic characteristics of advertisement mainly choose the basic 
elements of advertising content presentation and expression mode; ad appeals mainly 
contain the two aspects of ad appeal points and advertising appeal mode; the cultural 
values scale are corrected by the existing scale, measured the reflected video 
advertising in the cultural value dimensions. At the same time, the correlation between 
cultural values with basic features of advertising and advertising appeals are tested, 
results show that, exclude the social media presentation, the rest of the basic 
characteristics, the advertising appeal dimensions have a strong relationship with 
cultural values. In order to further understand the differences between China and 
Oceania aviation video advertising, and because of the limited number of Chinese 
aerial video advertisements, this paper uses qualitative research methods on the 
characteristics of China aviation video advertising. The basic characteristics, ad 















Finally, through the research, we not only make a comparison between Oceania 
and China on airline video advertising but also analyze the significance of Oceania 
aviation video advertising for Chinese aviation video advertising. In general, the 
Oceania airlines have deep brand concept and a strong sense of social responsibility. 
Their advertising content presentation elements are diversity, ad performances contain 
strongly skillful. Moreover, the Oceania airlines attach great importance to interact 
with costumers with social media network. Cross-sector marketing and theme 
activities are not only good for conveying diverse appeals, but also useful for 
promoting Oceania aviation culture values. The research for the characteristics 
Oceania aviation video advertising and the comparison between China and Oceania, 
we can see that a great gap exists between China and Oceania, and to have a more 
profound understanding of international advanced airline video advertising, it also 
provides a new way of thought to Chinese aerial video advertising making.  
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